In the consumer purchase decisions as the starting point, as China and Kazakhstan reached agreement on the implementation of the "Belt and Road" strategy, a large number of fashionable consumer goods in China entered Kazakhstan and enriched the consumer market in Kazakhstan, also changed people's consumption concept in Kazakhstan. In order to obtain a comprehensive and effective research results, the data obtained through the market research were analyzed by using the software of SPSS 20.0 to evaluate the reliability and validity of the data and the fitting degree of the model. Through the confirmatory factor analysis and path analysis of the model, the relationship between the latent variables in the model is obtained, And the results of the investigation and the theoretical analysis are analyzed and studied in detail so as to put forward a positive research proposal to better promote the long-term prosperity of the consumer market of fashion goods in Kazakhstan under the new situation.
Secondly, the external knowledge:
In the process of choosing goods, young people in Kazakhstan need to know the commodity parameters with the help of relevant knowledge of goods. Commodity-related knowledge comes mainly from two aspects, one is the memory of young people in Kazakhstan and the second is the knowledge obtained from the external environment (Cardozo, 2010) .
Influencing Factors in Post Evaluation Stage
A complete shopping experience is not without the post-purchase evaluation of young Kazakhs. After receiving the purchased goods, young people in Kazakhstan conduct a comprehensive evaluation on the conformity of goods and merchants, the shopping experience of young people in Kazakhstan, the attitude of merchants, the efficiency and service attitude of logistics companies. At this point, whether the seller can provide the after-sales service that satisfied the young people of Kazakhstan, whether the privacy of the young people in Kazakhstan can be kept confidential will have a certain impact on the post-purchase evaluation. The post-purchase evaluation will to a certain extent affect the subsequent consumption and purchase decisions of other young people in Kazakhstan. To sum up, this paper takes the after-sales service quality and customer information confidentiality as the influencing factors in the post-purchase evaluation process of the young people in Kazakhstan.
Statistical Modeling of SPSS

Sample Selection and Data Analysis
Sample Selection
This paper mainly studies the status quo of the influencing factors on the purchasing decisions of fashionable young people in Kazakhstan. This paper uses a random sampling method to conduct the questionnaire, which is targeted at young people who buy fashion goods in Kazakhstan.
In view of the limitations of the researchers' ability and energy, 350 questionnaires were issued, and the invalid questionnaires were eliminated. The effective questionnaire was 335, and the recovery rate was 95.71%. From Table 1 we can see that the coefficient of Cronbach's Alpha is 0.664, which shows that the survey result is more scientific and the following analysis can be carried out through the questionnaire.
Descriptive Analysis
We first summarize the basic information of respondents and process them through descriptive statistics. The results are shown in Table 2 and Table 3 . From Table 2 , we can easily find out that in the respondents, 21-24 were the most, 115 (34.3%), followed by 18-21, 108 (32.2%), and the third was 24 27, 67 (20.0%), 15-18 were the fewest, 45 (13.4%). Therefore, the number of respondents in 18-24 was 182 (54.33%), while those in 15-18, 24-27, the number of respondents was 153 (45.67%), the ratio between the two: 182: 153 = 1.190: 1. Apparently the proportion of respondents is more reasonable. (Kotler & Zaltman, 1996) . effective N 153 Table 6 shows that among the 15-18 year olds and 24-27 year olds, the 15-18 year olds and the 24-27 year olds have very low Feeling of love (1.2993> 1.2813) and more Low Fashion sense (1.2641> 1.2593); In addition, there is a lower Pride (1.2601> 1.25), Easy feeling (1.2497 = 1.25) sense of spending power and Comparing sense. In summary, the intensity of emotion (from deviation of mean value) is：Feeling of love>Fashion sense>Comparing sense>Pride>No sense of spending power>Easy feeling (Homburg, Koschate, & Hoyer, 2006) .
Comparison of the Factors of Consumption Decision
Through the above statistical analysis found that 18-24-year-old population compared to 15-18 years old, 24-27-year-old population, there is a strong Feeling of love and Fashion sense, when 18-24-year-olds have higher Pride, Easy feeling and No sense of spending power. When there is a lower Comparing sense. Overall, 18-24-year-old population consumption decision-making showed a phenomenon of differentiation, that is, high Feeling of love and high Pride situation, also shows that fashion consumption which have obvious results for different levels of people. On the other hand, the consumption decision-making factors of 15-18 years old and 24-27 years old people treat fashion consumption in a more calm attitude without excessive emotional reaction. Therefore, 18-24 There is a clear difference between the decision-making factors of consumption of the aged population and the consumption decision-making factors of the age group of 15-18 years old and 24-27 years old. The mean value has a significance level of 0.05.
Variance Analysis
Through Table 9 , we can easily find that in the Feeling of love emotion, there is a significant difference between the 4age population and the 6age population, there is a significant difference between the 5age and 6age populations. With Table 10 , it is not difficult to find that there is a significant difference in Easy feeling among different age fashion consumers (P = 0.030 <0.05). The Multiple comparisons are used to further analyze the differences between different ages. As shown in Table 10 , we can easily find that, although there is a weak Significance (Significance 0.044 <0.05) between 3age and 4age, there is no Significance difference between the other age.
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International Journal of Business and Management Vol. 13, No. 5; 2018 As shown in Table 11 , we can easily find that Fashion sense has no significant difference in ageconsumer decision-making factors. As shown in Table 12 , it is not hard to find Comparing sense has no significant difference in age consumer decision-making factors. As shown in Table18 and Table19, we can easily find that No sense of spending power has no significant difference in different age Consumer decision-making factors.
In summary, only Feeling of love and Easy feeling are different in age Consumer decision-making factors among the six kinds of emotions. In the Feeling of love emotion, the ratio of 4age in 15-18 years old and 24-27 years old group 6age of 18-24-year-olds have a lower Feeling of love, and 5age of Feeling of love is lower in 5-year-olds than in 18-year-olds. In Easy feeling, only 15-18, there is a difference between the ages of 24 and 27 when 4age has a higher Easy feeling than 3age.
Gender Differences Is Analysed
We have analyzed the differences in the mood of different sentiments between the ages of 15-18 and the ages of 24-27, and found that the influencing factors of decision-making of fashionable young people in Kazakhstan are related to those of 15-18 years old and 24-27 years old. There is a significant difference between Feeling of love and Easy feeling, but there is no significant difference among the other four kinds of emotions. Nowadays, we analyze the sex difference of influencing factors on the decision-making of young fashion in Kazakhstan.
International Journal of Business and Management Vol. 13, No. 5; 2018 With Table 18 , we find it very hard to find significant differences in the 6 sentiments between men and women, and for this we conducted an analysis by means of independence test, the result of which is shown in Table 18 . With Table 18 , it is not difficult to find that there is a significant difference (Sig. = 0.000) between Feeling of love and Pride between men and women in Kazakhstan who influence the purchasing decisions of fashion merchandise, while other sentiments are not significantly different between men and women.
In summary, part of the sentiment in the influence factors of young people's fashion purchasing decisions in Kazakhstan is significantly different in gender.
Establishment of Model
3.3.1Regression analysis-Regression Generating Model
According to previous research scholars to make purchase decision-making model to improve the method, together with the author's own understanding of the model made the following analysis: International Journal of Business and Management Vol. 13, No. 5; 2018 Least square method: to meet Min.
multivariable regression:
Through the author's own knowledge of A linear regression equation and multiple regression, the author studies the co mplicated data preprocessing involving multiple regression, the data processing and the multiple regression on the influencing factors of young people's fashion purchasing decision in the later model prediction There will be detailed instructions.
According to the investigation of some relevant data about the influencing factors of young people's fashion purchasing decisions, the cross-classification method is used to analyze the factors influencing the purchasing decisions of young fashion products in Kazakhstan. According to the Feeling of love, Fashion sense, Vanity Sense, and then according to different factors to analyze and determine the impact of the cross-cutting rate. Due to not processing the survey data, but directly to use, so it reflects the actual situation of Kazakh youth fashion product purchase decision-making factors.
General Linear Model
This is the earliest model developed in the functional model, which implies that the various factors that affect the purchase decision-making method are expressed in the form of linear functions to estimate the share of the purchase decision-making method. However, the sharing rate Pi Can not be guaranteed 0<P i <1.
The odds of some kind of purchasing decision-making among OD pairs can be expressed as： In General linear model, Satisfy:
（3-6） In this model, the parameters are scaled by the results of a personal purchase decision survey.
This model fits for the situation where there are only two kinds of purchasing decisions and the probability that the purchasing decision is chosen is given by： : Table shows the difference between the linear function values of the two purchase decisions. General linear model in today's urban decision making decision-making is very wide range of applications, the basic direction of this model and other models have a big gap in the partition is that this model will buy decision-making choices into free and non-free choice These two, very accurate grasp of the choice of people when buying psychology, the advantage of the two purchase decision-making characteristics can be used even if not independent (Zeithaml, 1988) . International Journal of Business and Management Vol. 13, No. 5; 2018 
Analytic Result
Fast fashion brand has a significant impact on the purchase behavior, and it has a direct positive impact and an indirect negative influence. It shows that the most important mechanism that the fast fashion brand affects consumers' buying behavior is direct action, indirect action is achieved through three ways, But neither significant nor negative impact. The fashion environment also has a direct and indirect impact on the purchase behavior, the impact coefficient is small, we can see the fashion environment on the purchase behavior of consumers is not significant. This also shows that the fast fashion brand has Broad space for development.
Conclusion
Therefore, one of the characteristics of Kazakhstan's fast fashion brand is the implementation of "fast follow" marketing strategy, rather than trying to be "trend creators." Its target consumers are trend followers, with the rise of consumer fashion , This group tends to interpret fashion as a personality, the pursuit of the uniqueness of the performance of self, so fast fashion brand in the operation of adding more original and unique products in order to better attract consumers in Kazakhstan.
